Corporate communication (Goodman, 1994 (Goodman, , 1997 ) is a vital management function in contemporary organizations. It is the total of a corporation's efforts to communicate effectively and profitably. It is a strategic action practiced by professionals within an organization, or on behalf of a client. It is the creation and maintenance of strong internal and external relationships. The actions any particular corporation takes to achieve that goal depend in large part on the character of the organization and its relationship with its suppliers, its community, its employees, and its customers.`C orporate'' refers to people, especially in business, who have united or combined into one body (American Heritage Dictionary, 1996) As an academic discipline, corporate communication is more art than science. Its intellectual foundations began with the Greeks and Romans ± with rhetoric. Its body of knowledge is interdisciplinary, drawing on the methods and findings of: anthropology; communications; language and linguistics; management and marketing; semiotics; sociology; psychology.
new sophistication in customers, or audience;
. new media technologies;
. more widespread ethical environment;
. stronger economic factors; and . new strategic alliances.
Communicating change
Corporations are changing ± reinventing, rethinking, transforming, and reengineering themselves. And with change come chaos, uncertainty, and renewal. For everyone involved, change represents a threat to security, or an opportunity to move forward.
Change programs have become a major preoccupation with the business community in the USA, particularly those involved with technical goods or services. The change process emphasizes rethinking management practices from hierarchical, authoritarian relations among managers and employees, to a consensus approach. The focus is on teams empowered to identify and solve problems, and implement solutions. Communication and a new customer-orientation are the cornerstones of the change in both company attitudes and practices, requiring corporations to make massive changes in the way people communicate within the organization and with those outside.
Communicating with the media A media strategy is important locally and globally. The process follows a four-step problem-solving model. . quality and excellence;
. customer satisfaction;
. stockholder return on investment;
. profits and growth;
. employee relations;
. competition and competitiveness;
. relations with vendors;
. ethical behavior;
. community relations and corporate citizenship.
And recently:
. diversity in the workplace; and . preservation of the environment and resources.
A corporate code of conduct, ethics policy guideline, or handbook of business practice expands the company mission statement. The written code acts as an implementation guide, and may include:
. policy regarding general business conduct; disclosure; compliance;
. workings of the corporate business ethics committee;
. compliance with laws: ± securities ± insider information; financial inquires; ± disclosure of company information; ± political contributions; ± relations with government officials (domestic and foreign); ± commercial bribery ± kickbacks, gifts; ± record keeping; ± anti-trust ± Sherman and Clayton Acts; ± mergers and acquisitions; ± international operations;
. bidding, negotiation, and performance of government contracts;
. conflict of interest;
. equal opportunity;
. working conditions;
. the environment.
Public relations and corporate identity
Corporate identity is more than the sum of these parts: mission statement; logo, letterhead, and annual report; advertising; internal perception programs; external communication and public perception of company image. People learn to recognize a company by everything it does, from the products and services it sells, to its buildings and employees. Mergers and acquisitions, downsizing, and restructuring have treated corporate reputation and image rather roughly. From GM to IBM the face of business has changed dramatically. The need to build corporate identity through corporate culture has never been more important to a company's survival than now.
Community relations, or outreach programs Government relations is the meeting with local, state, federal, and in some cases international agencies to advocate for the corporation on matters in its interest. Some corporations will provide legislators and agency professionals with position papers and information designed to inform and persuade the agency. In the marketplace of ideas, such advocacy efforts often make the decision clear. Individual corporations have in recent years avoided direct lobbying efforts in favor of joining an industry advocacy group that does that work for all companies in a given industry. A quick scan of the telephone directory in New York or Washington, DC under``Association ofF F F '' offers a snapshot of the thousands of groups formed to represent a particular point of view on an issue or industry.
Because of abuses in the past in trying to influence the government decision-making process, this area of corporate communications demands the highest ethical standards. Each company develops its own Code of Business Conduct which often includes standards and procedures for ethical practices with fellow employees and subordinates, with customers, with vendors, with the community, and with the government. Professional organizations and societies, such as the Public Relations Society of America, also issue standards of ethical practice for their members, and for the profession or industry as a whole. The American consumer has become highly skeptical of business practices and intolerant of companies that operate unethically. Maintaining the highest standards for propriety and ethical behavior is the best approach to developing a reputation for honesty and integrity.
Corporate advertising
According to the Association of National Advertisers' annual survey, Corporate Advertising Practices, the intended audiences for corporate advertising continue to be customers first; then the trade, employees, Wall Street, and Washington.
Communication in international environments`A ct local, think global'' has become a familiar business mantra. The simplicity of the phrase can lure the unsuspecting into a simple-minded interpretation. Much has been written on the need to compete in global markets. The reality is doing business in another country is complex and difficult. For a start, become familiar with the history, the politics, the alliances and treaties, the art and literature of a country. An effective approach to learning about the transnational environment also includes an understanding of: language, technology and the environment, social organization, contexts and face-saving, concepts of authority, body language and non-verbal communication, concepts of time. (Goodman, 1995) .
Crisis management
Many people who write about crises and management use a medical analogy. In the First World War, medics developed triage for rendering aid on the battlefield:
. not seriously wounded could be treated and released;
. those near death for whom no amount of effort could make a difference; and . those who would most likely recover if something were done immediately.
The triage model applies to communications and actions during the crisis itself, when time to contemplate and analyze is all but nonexistent. The triage approach fits the management principle of applying limited resources for their greatest impact. Another model identifies the development of disease through four stages: (1) prodromal; (2) acute; (3) chronic; and (4) resolution to a normal state.
In practice you can refer to:
(1) the pre-crisis stage; (2) the clear signs of a crisis; (3) the persistent re-emergence of the crisis; and (4) the resolution.
Airlines, utilities, computer operations and hospitals plan for the unthinkable because they have learned from painful experience that the unthinkable has a nasty habit of happening.
Ethics
Over a quarter century ago in The New York Times, Milton Friedman called corporate giving the equivalent of theft,``spending someone else's money'' to solve social problems that are the province of government. He defined a manager's moral mandate to``make as much money for the stockholders as they can within the limits of the law and ethical custom''. A new generation of managers views Friedman's position as out of step with corporate citizenship (Goodman, 1994 (Goodman, , 1997 . Put simply, corporate citizenship is the acceptance of the corporation's role as a responsible and significant member of the community it is in.
Add to this the changes in the nature of stockholders since the 1987 crash from individuals, to institutions such as the enormous pension funds of TIAA and the States of New York and California, and the concept of responsibility meets the profit motive in a partnership that works for Levi's, L.L. Bean, Microsoft, and other successful companies. The message also came from over a decade of financially conservative government funds for social programs which were prime candidates in the slashing of public budgets. So if government was out of the business of solving social problems, who would? The members of the community have increasingly come to include organizations and businesses. No longer was it sufficient for a business to only pay taxes and stay out of the affairs of the community.
Corporations which defined themselves as good corporate citizens overwhelmingly link their giving programs to their business goals. Such corporate citizens supported education programs, recycling and other environmental support programs. Good corporate citizens measure and report their corporate efforts by:
. mentioning the activities in their annual report;
. publishing a``public interest'' report;
. featuring the activities in the company newsletter;
. issuing press releases; and linking their citizenship actions to advertising and marketing themes.
Companies that have a long-term commitment to social responsibility are rewarded with greater name recognition, more productive employees, lower R&D costs, fewer regulatory hurdles, and stronger synergy among business units (Goodman, 1994 (Goodman, , 1997 .
Communication technologies
Knowledge is power. Electronic media offered the productivity and communication tools to usher in the information age to organizations. It was simultaneously a lever to flatten hierarchical organizations and to provide the means for an empowered and informed workforce. However,``The paradise of shared knowledge and a more egalitarian working environment just is not happening. Knowledge isn't really shared because management doesn't want to share authority and power'' (Zuboff, 1996) . Are these the signs of a failed revolution, or are they more likely the end of a cycle in which the organization and the individual continue the struggle for dominance?
As anthropologists know, tools are the artifacts of a culture. Add a new tool to an existing culture, and it changes that culture. Our media technologies now allow us to communicate anytime, anywhere.
Information technologies have changed the way we create, archive, access, and distribute information. New technologies have made the access to, and use of information more egalitarian, less proprietary. Gatekeepers have been eliminated and new classes have emerged ± the information haves and the information have-nots. Some experts, Zonis (1996) , see a global destabilization as a result of these technical advances ± rapid breakdown in the power structure of business, the family, and political organizations. However, the equalizing power of information has flattened the hierarchical nature of organizations. With hierarchies disappearing, egalitarian and collaborative structures are emerging. The workplace, the nature of work, and the fabric of our society entered a change cycle that is rapid and unrelenting. Once the relationship between individuals and the institutions of our culture could be relied upon. A bond existed that engendered trust and loyalty, however contemporary executives find these rare commodities indeed.
Executive communication issues ± corporate culture and investor relations Forces within organizations shape and influence the behavior of individuals in subtle, yet powerful ways. These forces, like the wind and the tides in natural environments, are often unseen and unnoticed themselves, but their effects can easily be observed. These forces combine to create the culture.
Corporate culture has become a concept that, used appropriately, offers the intellectual tools for an insightful analysis of an organization's beliefs and behavior. In an anthropologist's terms, all human groups by their nature have a culture ± the system of values and beliefs shaped by the experiences of life, historical tradition, social or class position, political events, ethnicity, and religious forces. In this context, a corporation's culture can be described, understood, nurtured, and coaxed in new directions; but rarely created, planned, or managed in the same way a company creates a product or service.
Nevertheless, an organization's culture plays a powerful role in its success, and in its failure. For this reason, the discussion of a corporation's culture offers a foundation for the understanding the group's behavior, and suggests ways to either perpetuate or change the cultures as Deal and Kennedy pointed out in 1982.
Perpetuating the culture is vital to survival. Of the hundreds of automobile makers in the USA just 70 years ago, only three major ones remain. Since chance and luck can happen to anyone, the survivors must have developed a culture that evolved with the changes in the market and technology.
The future
Not only has the nature of corporate communication changed over the last few decades, the type of people who create the company messages has changed as well. The typical corporate communication professional is college educated with a degree in the humanities. A major in journalism, English, marketing, public relations, communication, or psychology is common. Generally, practitioners are loyal company people with a long record in the organization, reflecting the importance of the strategic nature of the organization's communications.
Often the professional has had a minor in economics or business, or depending on the company's core business, some related technical discipline such as engineering or computer science. This may be in stark contrast to the previous generation of business professionals with a background in law or accounting who handled the company communication. Using a communication professional underscored another shift in corporate emphasis from a total focus on the investment community or shareholders ± any owner of the company's shares or stock, to a broader interpretation of community which now includes all``stakeholders''. A stakeholder is anyone who has a stake in the organization's success ± vendors, customers, employees, executives, the local barber, and the kid on the paper route.
The explosion in the number and type of media available for communications has also had an impact on the communication professional. In the past, mastery of the written word was more than enough. Writing is still the core skill on which all others are built. But a mastery of essentials of broadcast media is now essential to the creation of corporate messages for TV, radio, e-mail, cable news programs devoted to business topics, multimedia and digital communications on computer networks, and public speeches.
Enormous changes in the workplace have had an impact on the communication practices of corporations and organizations. Avoiding print, broadcast, and electronic media no longer suffices as adequate communication policy or even effective corporate communication. An aggressive, strategic policy of developing strong channels of communication, both internally and externally, has become standard for most US organizations and that trend will continue.
